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本文以太原 Y 房地产项目为研究对象，通过 PEST 分析方法从政治法律环境、
经济环境、社会文化环境、技术环境四个方面分析项目营销面临的宏观环境；运











































    With the rapid development of Chinese economy and the continued stability of 
people's income continues to grow, China's real estate industry has entered a stage of 
rapid development, the real estate industry has become a pillar industry of China's 
economy. Due to the continuing rise in real estate prices, the Chinese government  
launched the macroeconomic regulation and control policy to achieve the real estate 
industry,so that it obtained a standardized development. But  with the increasing 
competitive pressure  among the real estate  enterprises ， the enterprises are 
committed  to  more competitive advantages of the industry, the property can not be 
simply regarded as  a general merchandise sale , and  the  marketing  program  
should be determined on the basis of the future research on the real estate marketing 
planning  from the angle of the enterprise’s  co-ordination and planning. 
    To take the Taiyuan Y real estate project as the research object, by the PEST  
analysis method to  analyze  the  macro  environment  of project marketing 
from four aspects of political and legal environment, economic environment, social 
cultural environment  and  technical environment; using the  SWOT analysis 
method to analyze  strengths, weaknesses , opportunities and threats; and through the 
method of STP to make  the selection of target market positioning; finally, by  the  
means of "4P" theory from the four aspects of product, price, promotion, place, 
combined with the characteristics and current situation of Taiyuan Y real estate 
project, a set of scientific marketing system is constructed.  The product strategy 
includes  product differentiation strategy, the property of intelligent, product  brand  
strategy. Price strategy includes Dikaigaozou  pricing, discounts and concessions in 
pricing strategies, differential pricing strategies. Channel strategy includes sales 
offices  marketing channels and network marketing channels. The promotion 
strategy includes the promotion strategy of the different stages of the life cycle of  













 estate project  marketing strategy  which tends to  improve the sales management 
system,  strengthen the human resources team construction, strengthen the marketing 
system, strengthen  the project funding and strengthen the building of enterprise 
culture. 
      Real estate marketing is not only the traditional sale, but also needs to provide 
consumers good services and  purchase experiences. With  the understanding of 
market dynamics and the actual needs of consumers,services are provided  for 
consumers through a combination of different marketing methods  , so that the real 
estate sales  are  getting more comprehensive. This paper  to  regard  Taiyuan Y 
real estate project as a case to study,  aims at providing  some help for the future 
research on real estate marketing. 
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太原 Y 房地产项目营销策略研究 
 
 2
环境；运用 SWOT 分析方法具体分析 Y 房地产项目的优势、劣势、机会和威胁；














本文以太原 Y 房地产项目作为研究对象，通过 STP 方法对 Y 房地产项目的
目标市场选择进行定位；运用“4P”理论对 Y 房地产项目的营销进行总体规划。
























对太原 Y 房地产项目的内部优势与劣势、外部机遇与威胁进行了综合分析。 
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